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Abstract
Purpose – The purpose of this paper is to understand the factors which impact upon the consumers’
willingness to utilise company Facebook pages and e-word-of mouth by proposing and testing
a conceptual framework which is inspired by theories in marketing and information systems fields.
The authors believe that only by applying both theories will provide a more complete understanding
of the relationship between brand experience and Facebook. The research model attempts to illustrate
the factors according to customers’ intrinsic and extrinsic motivations and their impact on brand
experience, brand Facebook page loyalty and e-word-of-mouth (E-WOM).
Design/methodology/approach – The authors adopted an online survey method for data collection.
The subjects the authors used were Facebook users. The data were collected in Taiwan over spring 2011.
The authors then used the structural equation model to analyse the data collected.
Findings – The findings suggest that users are influenced by the technical characterises of a brand
Facebook page, such as ease of use and usefulness, which might be combated by attempting to reduce
customer effort when accessing Facebook pages. The authors conclude that customer effort influenced
brand experience and consequently loyalty to brand Facebook pages and E-WOM.
Research limitations/implications – The limitations of this study relate to the investigation of
consumer perspectives in a specific geographical context and time frame.
Originality/value – The study’s contributions are both theoretical and practical, as it offers new
insights into brand experience attitudes in an online environment and useful insights to companies
willing to market themselves on Facebook.
Keywords Marketing, Facebook, Virtual community, Extrinsic motivations, Intrinsic motivations
Paper type Research paper
1. Introduction
Facebook, a social web site, provides a platform for people to interact, communicate
and share with one another, enhancing human connectivity and sociability (Nie, 2001).
Facebook is the most visited web site in most countries around the globe and according
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to a survey conducted by the company itself, over 0.4 billion global users are active on
the web site every month. More than 20 million people connect to pages every day and
more than five billion pieces of content (event, news stories, blog posts, notes, photo
albums, etc.) are shared each week (www.box.net/shared/24mkyggle9). The popularity
of Facebook has attracted attention from the business world and inspired a wide range
of marketing activities aimed at utilising the new platform. Facebook allows business
users to create a custom page promoting their businesses. According to survey results
produced by Pagemodo (www.pagemodo.com), having a Facebook page increases sales
for small businesses and drives greater traffic to their web sites. Many businesses,
especially small business owners, see Facebook as an easy way to develop marketing
tools that can attract new customers and help them interact with existing ones.
The survey results also show that there has been an increase in the number of
companies adopting Facebook as a business tool. We are reaching a point where social
media can be as much about business as it is about fun. There are many successful
business pages on Facebook. For example, Pizza Hut’s Facebook page contains an
order form, making it easy for Facebook users to order a pizza. The Pringles Facebook
page contains humorous video posts depicting people’s experiences consuming their
product which have proven popular with the public. The Victoria’s Secret Facebook
page contains a bikini builder, helping fans to find their perfect bikini after just a
couple of clicks.
Although many companies are using the social network site and its fan pages to
market their brands and products, limited academic research has been carried out
to understand how to enhance consumers’ brand experience through social network
pages. For example, only limited studies have pointed out how the online community
enhances brand equity by improving brand word-of-mouth (Adjei et al., 2009;
McAlexander et al., 2002; Keller, 2001; Hoeffler and Keller, 2002; Dwyer et al., 2007).
No research has discussed the benefits which brands would gain by interacting,
communicating and sharing with their fans. Therefore, we consider that determining
how to operate brand communities on Facebook, how to improve the relationship with
customers through the Facebook page platform and the reasons affecting customers’
intention to use the brand’s Facebook pages are very important issues for companies.
To do this, it is not only important to understand the factors driving people to use new
technical media such as perceived ease of use and perceived usefulness, but also to
understand from a marketing point of view (e.g. experience marketing). Experience
marketing is not a new marketing concept, as Schmitt (1999) first proposed this
concept in 1999. He points out that a brand is about more than correct price or correct
value. It is also a correct experience by establishing contact with customers. Tsai (2005)
argues that in order to improve customer experience, brands need to manage their
media image, such as through interaction between media and customer. According
to Barwise and Meehan’s (2010), Facebook, as a very popular social network web site,
could help brands to disseminate word of mouth, whether positive or negative, with
amazing speed. Therefore, companies should provide their customers with positive
experiences, such as: providing useful information or enabling customers to have
conversations with the brand and other customers who interact with the brand online.
This study aims to understand the factors which impact upon the consumers’
willingness to utilise company Facebook pages and e-word-of mouth by proposing
and testing a conceptual framework which is inspired by theories in marketing and
information systems fields. We believe that only by applying both theories will provide
a more complete understanding of the relationship between brand experience and
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Facebook. The research model attempts to illustrate the factors according to customers’
intrinsic and extrinsic motivations and their impact on brand experience, brand
Facebook page loyalty and e-word-of-mouth (E-WOM).
The paper will first provide a review of the relevant academic literature and
development of the hypothesis. Next, it will provide an overview of the research
methods, after which findings will be presented and discussed. The last section of the
paper will outline conclusions, limitations and suggestions for further research.
2. Literature review and hypothesis
2.1 Virtual brand community
A community is a social organisation of people who share knowledge, values and goals
( Jonassen et al., 1998). Group members come to depend upon each other to accomplish
certain goals. Groups become communities when the interaction and togetherness
between group members last long enough to form a set of habits and conventions
(Wilson and Ryder, 1996). With the rise of today’s new media, the concept of traditional
communities has been challenged by online communities. Communities no longer exist
only in the physical world but also in the virtual world that operates through the
internet (Lee and Lee, 2010).
A virtual community has been described as a group of people who interact online
with others in a sustained and repetitive manner who are not bound by physical
geography (Ridings and Gefen, 2004), as any group of people who communicate shared
interests electronically (Dennis et al., 1998), and those engaged in an intentional social
action derived from distinct common interests (Bagozzi and Dholakia, 2002), among
other conceptualizations. A virtual community provides opportunities to bring a
variety of people together from different backgrounds and allows them to find common
ground in their beliefs and interests. Individuals in online communities not only
provide knowledge and information resources to the group related to certain agreed
upon topics of mutual interests, but also interact with group members (Madritch and
Hunter, 2002).
Kolter (1991) defines a brand as “a name, term, sign, symbol, or design, or
combination of them which is intended to identify the goods and services of one seller
or group of sellers and to differentiate them from those of competitors”. Brand
community was proposed by Mun˜iz and O’Guinn (2001), as a “specialized,
non-geographically bound community, based on a structured set of social relations
among admirers of a brand”. Brand communities are explicitly commercial social groups
centred on a brand, rather than incidental contact with commercial space. According to
the above literatures, Facebook pages are a kind of virtual brand communities, as the
members of Facebook pages can access the communities anywhere and to gather
together virtually to discuss and share the ideas of the brand. In the next sections we
examine the various factors affecting user’s experience of Facebook pages.
2.2 Factors
2.2.1 Perceived ease of use and perceived usefulness. In considering how to operate a
good web site as a virtual community to provide users with good experiences when
they connect to the Facebook pages, we first proposed to adopt a concept from
Technology Acceptance Model (TAM) (Davis, 1989). The TAM has received
considerable support over the years. It has been validated over a wide range of
systems, and perceived usefulness and perceived ease of use have proven to be reliable
and valid cognitive dimensions (Ahn et al., 2007; Hsu and Lin, 2008; Lu et al., 2008).
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According to the TAM, we can see that perceived ease of use and perceived usefulness
influence the user’s behaviour to use new IS by influencing intention.
To understand the factors driving people to use new technical media, we also
considered uses and gratifications paradigm (UGP) (Blumler and Katz, 1974), originally
developed and employed by communication researchers to understand people’s
motivations for using different media (Flanagin and Metzger, 2001; McQuail, 1987),
social psychological model of goal-directed behaviour (Perigini and Bagozzi, 2001) and
social identity theory (Taifel, 1978) as underlying frameworks to present various factors
as in several studies, they have been used to understand the benefits that virtual
communities can provide their current and potential members, and thus attract more
people to participate as members (Dholakia et al., 2003). We discovered these theories to
be very similar to the TAM. All these theories are often used to explain that people use
new media often in a goal-directed way to fulfil some needs (Ahn et al., 2007; Hsu and
Lin, 2008; Lu et al., 2008; Ko et al., 2005; Stafford et al., 2004). Dholakia et al. (2003)
develops a model based on the UGP which included the five values that people would
derive while they join communities: “purposive” value, “self-discovery” value, value of
“maintaining interpersonal interconnectivity”, “social enhancement” value and
“entertainment” value, to explain users’ individual motivations in using virtual communities.
Purposive value is constructed from a marketing perspective. It is defined as “the
value derived from accomplishing some pre-determined instrumental purpose”
(including giving or receiving information). The second value, “self-discovery”,
involves understanding and deepening salient aspects of one’s self through social
interactions. One aspect of self-discovery is to interact with others in order to access
social resources and facilitate the attainment of one’s future goals (McKenna and Bargh,
1999). Another aspect of self-discovery is that such interactions may help one to form,
clearly define and elaborate one’s own preferences, tastes and values. The third value
is maintaining interpersonal connectivity and the fourth value is social enhancement.
They have been considered to be contained within group referent which is defined as
a kind of social benefit. The last value is entertainment value, derived from fun and
relaxation through playing or otherwise interacting with others. Studies have shown that
many participants do so for entertainment through exploring different fictional
identities, encountering, and solving virtual challenges, etc. (McKenna and Bargh, 1999).
To discuss purposive value derived from joining Facebook pages the virtual
community of new social internet web site should be treated as a new tech-media.
We discovered that many studies have discussed related topics while TAM models
included perceived usefulness. Carpenter et al. (2005) indicated that the utilitarian
values derived from an economic concept in the information-processing paradigm are
the result of useful, economically efficient and productive experiences, while hedonic
values are the outcome of fun, pleasure and enjoyable experience. Thus, we can see that
the Purposive value has been proven to be a factor affecting user adoption of a
new technical media, such as Facebook pages. Thus, based on the discussion here, we
combine the TAM model and the brand experience from the marketing point of view
and propose the following hypotheses:
H1. Perceived ease of use influences Facebook pages’ brand experience positively.
H2. Perceived usefulness influences Facebook pages’ brand experience positively.
H3. Perceived ease of use influences Facebook pages’ perceived usefulness.
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2.2.2 Brand love. Carroll and Ahuvia (2006) defined love for a brand as “the degree of
passionate emotional attachment that a person has for a particular trade name”. and
conceptualised it as a type of satisfaction. According to their study, brand love differs
from the satisfaction construct in several key views. The differences between brand
love and satisfaction concept are: while satisfaction generally is conceptualised as a
cognitive judgement, brand love has a much stronger affective focus on brands; brand
love is often the result of a consumer’s long-term relationship with the brand as
satisfaction typically is considered as a transaction-specific outcome; while satisfaction
frequently is linked to the expectancy disconfirmation paradigm, brand love
requires neither expectancy nor disconfirmation, and brand love includes a willingness
to declare love such as consumers would say: “I love this brand!” and involves
integration of the brand into the consumer’s identity, neither of which is requisite in
regard to satisfaction. In this case, we assume that it does not matter how useful or ease
of use the system is, if you love the brand, you will continue to support or use their
Facebook pages. From Albert et al. (2007), consumers’ love includes the following
characteristics: passion for a brand, brand attachment, positive evaluation of the
brand, positive emotions in response to the brand, and declarations of love towards
the brand. Therefore, by combining the characteristics of brand love and TAM, we
study how consumers like to access the Facebook pages hosted by the brand they love
to explore information and interact with the brand. Hence, we propose the following
hypotheses:
H4. Brand love influences Facebook pages’ perceived ease of use positively.
H5. Brand love influences Facebook pages’ perceived usefulness positively.
2.2.3 Brand experience. Consumer and marketing research has shown that experience
occurs when consumers search for and purchase products or services (Arnould et al.,
2002; Brakus et al., 2008). However, experience can also occur indirectly, such as: when
consumers are exposed to advertising and marketing communications from both
physical or virtual channels and platforms (Brakus et al., 2009). Brand experience
comprises all of the brand-related stimuli, such as: brand-identifying colours (Bellizzi
and Hite, 1992; Gorn et al., 1997; Meyers-Levy and Peracchio, 1995), shapes (Veryzer
and Hutchinson, 1998), typefaces, background design elements, slogans, mascots and
brand characters (Keller, 1987). Brand experience is related but also conceptually
distinct from other brand constructs. According to the study provided by Brakus et al.
(2009), brand experiences comprise characteristics such as brand experiences include:
specific sensations, feelings, cognitions, and behavioral responses triggered by specific
brand-related stimuli; experiences can happen when consumers do not show interest in
or have a personal connection with the brand; brands which consumers are highly
involved with are not necessarily brands that evoke the strongest experiences; brand
experiences do not occur only after consumption, they occur whenever there is a direct
or indirect interaction with the brand; and a brand experience does not need to be
surprising; it can be either expected or unexpected. A long-lasting brand experience
stored in consumers’ memory would affect consumer satisfaction and loyalty (Oliver,
1997; Reicheld, 1996). In our study, where we are interested in the brand experience
over the internet we define brand experience as a user sensory, affective, behaviour,
and intellectual response to the brand’s Facebook page. According to the characteristics
of brand experience, Facebook pages, as a kind of virtual brand community, could
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enhance consumers’ brand experiences when consumers interact with brands via
Facebook pages personally or as a community. We thus assume that if consumers love
the brand, even they encounter less positive brand experience over the internet, they
will still loyal to the brand or continue to support the brand. Hence, we propose the
following hypothesis:
H6. Brand love influences Facebook pages’ brand experience positively.
A new concept concerning the effort required of customers is proposed by Dixon
et al. (2010). They argue that the most important thing for businesses is to help
consumers solve their problems using the services or products which those companies
provide. They also suggest that convenience is vital in ensuring customer loyalty.
In their study, they discover that rather than rewarding companies which provide a
positive experience, consumers are more likely to punish companies for bad service.
Their research suggests that reducing the amount of effort required of consumers is
vitally important. Following on from this, we also think that taking interactions with
customers might reduce the likelihood that users would visit brand Facebook pages
and therefore have defined customer efforts in this study as the effort required to
interact with a brand through their Facebook page. For example, companies hosting
promotional activities on Facebook may require participants to provide detailed
information, or to make a great effort to engage in activities, or cause users to feel
uneasy about making contact with the brand in search of basic information. This kind
of effort may lead consumers to reduce their Facebook page usage due to a less than
positive brand experience, perceived ease of use and perceived usefulness. Therefore,
we propose the following hypotheses:
H7. Consumer effort influences Facebook pages’ perceived ease of use positively.
H8. Consumer efforts influences Facebook pages’perceived usefulness positively.
H9. Consumer effort influences Facebook pages’brand experience positively.
Next, we will analyse loyalty and e-word of mouth as outcomes of the company-user
relationship.
2.3 Outcomes
2.3.1 Loyalty to brand Facebook pages. According to Anderson and Srinivasan’s (2003)
study, e-loyalty is defined as a customer’s favourable attitude towards an online
business, resulting in repeated buying and engagement with that company. Schultz
(2000) sees consumer loyalty or brand loyalty in cyberspace as an evolution of the
traditionally product-driven, marketing-stimulated business model, moving towards a
distribution-driven, consumer-controlled and technology-facilitated model. Additionally,
Corstjens and Lal (2000) point out that e-loyalty is comparable to the familiar concept of
“store loyalty”, building repeated store visits into consumer behaviour and encouraging
the sale of established brand name items in the store. Also, refer to the above definition of
loyalty defined with regard to Facebook pages as loyalty evaluated according to the
degree of loyalty evident in users towards business Facebook pages. From the above
studies we can see that the concept of e-loyalty extends beyond traditional concepts of
brand loyalty to online consumer behaviour. Jevons and Gabbott (2000) present several
581
Commercial
value of social
networks
D
ow
nl
oa
de
d 
by
 U
N
IV
ER
SI
TY
 O
F 
BE
D
FO
RD
SH
IR
E 
A
t 0
2:
55
 1
7 
O
ct
ob
er
 2
01
4 
(P
T)
structural models of trust in the field of e-loyalty and its relationship to repeated visits to
e-commerce sites. Oliver (1997) and Reicheld (1996) posit that a long-lasting brand
experience, stored in a consumers’ memory, will affect consumer satisfaction and loyalty.
Therefore, we propose that brand experience will affect loyalty to Facebook pages
through its reinforcement of consumers’ satisfaction and loyalty. Therefore, hypothesis is
as follows:
H10. Brand experience influences loyalty to brand Facebook pages positively.
2.3.2 E-WOM. Word-of-mouth is commonly defined as informal communication
relating to the characteristics of a business or product occurring between consumers
(Westbrook, 1987). Word-of-mouth also refers to information communication between
private parties regarding the evaluation of goods and services (Dichter, 1966; Singh,
1988). Word-of-mouth may have a positive, neutral or negative impact upon the
company or product discussed. Most importantly, word-of-mouth as a phenomenon
enables consumers to exert both informational and normative influence upon the
product evaluation and purchasing behaviour of fellow consumers (Bone, 1995; Ward
and Reingen, 1990). Many studies propose that loyal, satisfied customers will engage
in word-of-mouth behaviour favourable to the firm (Bitner, 1990; Hunt, 1977; Reichheld
and Sasser, 1990). Consistent with this perspective, Swan and Oliver (1989) found a
positive relationship between customer satisfaction and word-of-mouth. Additionally,
Hennig-Thurau et al. (2004) identify four motives associated with word-of-mouth:
concern for others, helping the company, social benefit and exerting power. Among
these four motives, helping the company comes as a result of consumer satisfaction
with a product and the subsequent desire to help the company by relating their
experiences to others (Sundaram et al., 1998). Therefore, we suggest that brands with
a high proportion of satisfied consumers would be most likely to obtain positive
evaluations from their consumers and thus define word-of-mouth in our study
as the willingness of users to provide positive word-of-mouth for a company’s
Facebook page. Referring to word-of-mouth as defined above, we propose the following
hypothesis:
H11. Loyalty to brand Facebook pages influences word-of-mouth positively.
We also observed that Facebook page users are able to click “Like” and post any
information they enjoyed or found interesting (positive experience) to their own pages
in order to share it with their Facebook friends. Therefore, we also propose the
following hypothesis:
H12. Facebook pages’ brand experience influences word-of-mouth positively.
As mentioned previously, customers enjoy positive brand experience when perceived
ease of use and perceived usefulness are also positive. As a result, we infer that positive
perceived ease of use and perceived usefulness would influence word-of-mouth
positively. Accordingly, we propose the following further hypotheses:
H13. Facebook pages’ perceived usefulness influences word-of-mouth positively.
H14. Facebook pages’ perceived ease of use influences word-of-mouth positively.
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Based on the above analysis, we have proposed a model, illustrated in Figure 1. We will
discuss how Facebook pages improve E-WOM with relation to specific brands and the
ways in which consumers are attracted to join and continue to make use of a company’s
(brand’s) Facebook pages by providing a positive brand experience. The model focuses
on the effectiveness of Facebook pages with regard to E-WOM, brand experience and
customer loyalty to brand Facebook pages. It also takes into consideration the new
concept of consumer effort in order to approximate its impact upon E-WOM.
3. Methodology
We adopted an online survey method for data collection. The subjects we used for the
study were Facebook users who have joined Facebook pages. The data were collected
in Taiwan over spring 2011. Facebook has been extremely successful in Taiwan
according to Facebook.com’s traffic rankings (www.alexa.com/siteinfo/facebook.com).
Subjects were chosen using a convenience sampling method, which developed into
snowball sampling (Goodman, 1961) as more Facebook users recommended other
users who were willing to participate in the survey. Convenience sampling generally
assumes a homogeneous population and that one person is similar to another. In the
case of our research this would be with reference to the user’s online habits. While
individuals are of course different from one another, the difference is seen to be
probabilistic (Berk and Freedman, 1995; Cochran, 1977; Diamond, 2000), with users
sharing habits more commonly than they differ in them.
In order to validate the proposed model, we used the structural equation model
(SEM) to analyse the data collected. The measured items were developed based on a
seven-point “Liker” scale (raging from 1¼ “not at all descriptive” to 7¼ “extremely
descriptive”). The questionnaire was distributed by e-mail, Facebook and on Facebook
pages, with a prize draw offered as an incentive for participation. The study was tested
ahead of final distribution. Subjects of this initial test were Facebook users who were
willing to participate in a test survey without incentive. At the pre-testing stage,
we collected 57 questionnaires from a total of 28 males and 29 females. In doing so, we
adopted Cronbach’s a in order to estimate the reliability of measures for each variable
in our study.
Factors
H1+
H5+
H7–H4+
H6+ H9 –
H2+
H8 –
H3+
H13+
H14+
H12+
H10+
H11+
Perceived
Usefulness
Brand
Experience
E-Word of
Mouth
Facebook
Pages
Loyalty
Consumer
Efforts
Brand
Love
Perceived
Ease Of Use
Outcome
Figure 1.
Research model
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According to Table I, Cronbach’s a for all of the variables come to over 0.7 (DeVellis,
1991), meaning that the measures are consistent. In order to reduce the quantity of
questionnaires required and improve the survey’s performance and quality, we referred
to the “scale if the item deleted” while we processed the Cronbach’s a testing to cancel
out measures with lower reliability, and modify the wording of some measures
according to feedback from participants in producing the final questionnaire. The
survey was introduced to participants as an “opinion survey regarding brand image
and word-of-mouth on Facebook pages”. Participants were asked to indicate the
Facebook pages they most often visited when connected to Facebook. After dropping
the invalid samples, a total of 532 participants had completed the survey. The
respondents profile is shown in Table II.
This study uses Cronbach’s a and confirmatory factor analysis (CFA) to measure
the questionnaire’s reliability and validity according to each construct. Table III
shows the reliability results for the final version of our questionnaire. According to
Table III, the Cronbach’s a for each of the constructs listed comes out above 0.7, from
0.904 to 0.960, indicating excellent reliability. Construct reliability (CR) for each
Subjects Percentage
Gender
Male 210 39.5
Female 322 60.5
Total 532
Age
Over 40 years old 42 7.9
36-40 years old 48 9.0
31-35 years old 111 20.9
26-30 years old 151 28.4
21-25 years old 130 24.4
16-20 years old 48 9.0
o15 years old 2 0.4
Facebook usage years
o3 months 18 3.4
3-6 months 30 5.6
6 months-1 year 96 18.0
1-2 years 231 43.4
2-3 years 100 18.8
3-4 years 26 4.9
Over 4 years 31 5.8
Table II.
Respondents profile
Variable name Measure items Cronbach’s a
Brand love 8 0.937
Perceived ease of use 4 0.916
Perceived usefulness 5 0.834
Brand experience 12 0.934
Facebook pages loyalty 4 0.924
E-word-of-mouth 3 0.880
Customer effort 4 0.947
Table I.
Cronbach’s a for each
variable
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construct is40.5 and the average variance extracted (AVE) for most of constructs is
40.5, above the standard suggested by Bagozzi and Yi (1988). The AVE index was also
used to estimate convergent validity. As already noted, the AVE for most constructs is
40.5 and therefore the constructs proposed may be measured effectively. We adopted
the CFA to measure the validity of each construct. Table IV shows the evaluative
results of our CFA. As seen in Table IV, the goodness of fit with regard to construct
models has been assessed using w2-tests, root mean square error of approximation
(RMSEA), non-normed fit index (NNFI) and the comparative fit index (CFI).
Discussions of these indices can be found in Bentler (1990), Browne and Cudeck (1993),
Marsh and Hovecar (1985), and Marsh et al. (1996). The indices of the constructs in our
study all met the required standard, as NFI, NNFI, CFI, IFI, RFI, GFI, and AGFI were
all40.90, meaning that the goodness of fit for each construct is excellent, with SRMR
close to 0 and RMSEA o0.50.
Discriminant validity is supported when the AVE of each construct is greater than
the shared variance between each pair of constructs. In other words, the squared
correlation between constructs. This criterion is met for all possible construct pairs.
Ultimately, the measurement model is supported, as is shown in Table V.
This study uses SEM to process path analysis and to estimate if each hypothesis, as
well as the relationships inside the model, is valid. We estimate a SEM using the AMOS
to assess path coefficients and test the relationships proposed in our conceptual model.
The structural model shows a good fit to the data as shown in Table VI for the evaluation
of model fitting and Table VII for the recommended values of model fit measures.
Constructs Measure items Cronbach’s a CR AVE
Brand love 5 0.942 0.943 0.768
Perceived ease of use 3 0.950 0.951 0.865
Perceived usefulness 4 0.930 0.931 0.770
Brand experience 12 0.964 0.931 0.772
Facebook pages loyalty 3 0.904 0.913 0.780
E-word of mouth 3 0.921 0.923 0.800
Customer effort 4 0.960 0.961 0.861
Table III.
Reliability for each
construct
Items
Brand
love
Perceived ease
of use
Perceived
usefulness
Brand
experience
Facebook pages
loyalty
E-
WOM
Customer
effort
NFI 0.980 1.000 0.988 0.993 0.998 1.000 0.989
NNFI 0.964 1.002 0.968 0.983 0.996 – 0.967
CFI 0.982 1.000 0.989 0.994 0.999 1.000 0.990
IFI 0.982 1.001 0.989 0.994 0.999 1.000 0.990
RFI 0.960 1.000 0.965 0.979 0.993 – 0.967
SRMR 0.0178 0.004 0.0146 0.0109 0.0084 0.000 0.0111
RMSEA 0.129 0.000 0.131 0.099 0.054 – 0.155
GFI 0.963 1.000 0.980 0.989 0.997 1.000 0.975
AGFI 0.889 1.000 0.902 0.944 0.981 – 0.786
w2 48.988 0.053 20.272 12.410 2.575 0.000 27.638
df 5 1 2 2 1 0 2
w2/df 9.798 0.053 10.136 6.205 2.575 – 13.819
Table IV.
Results of CFA
evaluation for each
construct
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Furthermore, to evaluate the predictive validity and value for our proposed model, we
collected additional 431 samples to assess how well the proposed model performs on the
hold-out data. The evaluation is shown in Table VI. According to the test results, it shows
the model fit from the hold-out samples echo our original proposed results.
In addition, considering the various “customer effort” is a new concept, to support
the hypotheses we proposed, we also carried out an Alternative Path Test in our study.
In the proposed model, we consider that the model will be influenced by “customer
effort” through “perceived usefulness”, “perceived ease of use” and “brand experience”.
Items M SD BL PE PU BE FL EW CE
BL 5.537 1.100 0.768 0.245 0.340 0.411 0.228 0.285 0.005
PE 5.768 1.007 0.495 0.865 0.590 0.386 0.312 0.381 0.001
PU 5.699 0.997 0.583 0.768 0.770 0.471 0.362 0.432 0.012
BE 5.371 0.978 0.641 0.621 0.686 0.772 0.582 0.640 0.077
FL 5.056 1.247 0.478 0.559 0.602 0.763 0.780 0.637 0.097
EW 5.397 1.099 0.534 0.617 0.657 0.800 0.798 0.800 0.043
CE 3.894 1.515 0.072 0.027 0.110 0.278 0.312 0.207 0.861
Notes: BL, brand love; PE, perceived ease of use; PU, perceived usefulness; BE, brand experience; FL,
Facebook pages loyalty; EW, E-word of mouth; CE, customer effort
Table V.
Squared pair wise
correlation between
latent constructs
Name Model Hold-out sample model
NFI 0.938 0.932
NNFI 0.948 0.947
CFI 0.955 0.953
IFI 0.955 0.954
RFI 0.928 0.922
SRMR 0.0456 0.0445
RMSEA 0.067 0.069
GFI 0.83 0.862
AGFI 0.842 0.829
w2 955.278 856.602
df 283 283
w2/df 3.376 3.027
Table VI.
The evaluation of model
fitting and results
of hypothesis test of
hold-out sample
Measurement Stand Our study Literature
Absolute fit measures w2/df o5 3.376 Marsh and Hovecar (1985)
GFI 40.8 0.873 Etezadi Amoli and Farhoomand (1996)
RMSEA o0.08 0.067 Belanger and Carter (2008)
SRMR o0.08 0.0456 Hu and Bentler (1999)
Incremental fit measure IFI 40.9 0.955 Hu and Bentler (1999)
NFI 40.9 0.938 Hu and Bentler (1999)
NNFI 40.9 0.948 Hu and Bentler (1999)
CFI 40.9 0.955 Bentler (1990)
Parsimonious fit measures PGFI 40.5 0.704 Mulaik (1989)
PNFI 40.5 0.816 Mulaik (1989)
Table VII.
The recommended values
of model fit measures
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However, to evaluate the effect by “customer effort” towards the model, we carried out
an Alternative Path Test to our original model by terminating the H12 and H13 (see
alternative model 1 – in Table VIII). To enhance the predictive validity, we also carried
out another Alternative Path Test by terminating H14 (see alternative model 2 – in
Table VIII). According to the test results, we discovered that although Alternative Test
Model 1 and Alternative Test Model 2 are both fit, each measure of model fit for our
original model is still better than the two models we produced for Alternative Path
Test. We thus can conclude that the original model is most fit for our study which
demonstrates the benefit of introducing the concept of customer effort in our model.
4. Research findings
4.1 Path results for the proposed model
We have estimated specific construct and model relationships from the data for the
proposed model. The results are shown in Figure 2.
Measurement Original Model Alternative Model 1 Alternative Model 2
NFI 0.938 0.937 0.934
NNFI 0.948 0.948 0.944
CFI 0.955 0.955 0.951
IFI 0.955 0.955 0.952
RFI 0.928 0.928 0.924
SRMR 0.0456 0.470 0.0716
RMSEA 0.067 0.067 0.069
GFI 0.83 0.872 0.862
AGFI 0.842 0.842 0.829
w2 955.278 961.410 1,011.540
df 283 285 284
w2/df 3.376 3.373 3.562
Table VIII.
Alternative path test
Notes: *p-value < 0.05; **p-value < 0.01; ***p-value < 0.001
Y4
Y13Y12 Y14 Y15
Y23Y22 Y24 Y25
Y16 Y17 Y18
Y5
Y6
Y7
Y8
Y9
Y10
Y11
Y3
Perceived
Ease of Use
Perceived
Usefulness
Brand Love
Brand
Experience
Consumer Effort
E-Word of Mouth
Facebook Pages
Loyalty
Y2 Y1 Y19 Y20 Y21
H
4+
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54
8*
**
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0.
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**
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0.3
64*
**
H3
+
0.6
43*
**
H9
–
0.2
28
***
H10+0.864***
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1***
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Figure 2.
The estimated
parameters for model
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The results show that perceived usefulness influenced brand experience (H1:
SE¼ 0.337; t-value¼ 6.107), perceived ease of use influenced brand experience (H2:
SE¼ 0.207; t-value¼ 4.038) and perceived ease of use influenced perceived usefulness
(H3: SE¼ 0.643, t-value¼ 15.759). The results echo the TAM model as both perceived
usefulness and perceived ease of use are positively influenced by brand experience, and
perceived ease of use influenced perceived usefulness. According to the above results, the
high degree of perceived ease of use indicates that users of Facebook pages perceive
Facebook pages as useful only when they can easily achieve their goal by utilising the
Facebook page. Facebook page users enjoy positive brand experience when they feel that
the Facebook pages they access are useful and easy to use. Hence, our H1, H2, and H3
are supported.
Considering whether brand love influences user perception of Facebook pages,
we found that brand love influenced perceived ease of use (H4: SE¼ 0.545,
t-value¼ 13.227) and perceived usefulness (H5: SE¼ 0.226, t-value¼ 5.945), as users
would keep using Facebook pages so long as they remained attached to the brand
and wished to continue interacting with it. Due to their passion for the brand,
users perceived their Facebook page as useful and easy to use. Thus, H4 and H5
are supported. In considering the influence of brand love and brand experience
(H6: SE¼ 0.291; t-value¼ 7.225), consumers obtain positive brand experience when
they perceive that Facebook pages are worth using. Therefore, H6 is supported.
Given brand experience influenced E-WOM (H12: SE¼ 0.364, t-value¼ 6.871),
loyalty to E-WOM (H11: SE¼ 0.419, t-value¼ 8.754) and loyalty to brand Facebook
pages (H10: SE¼ 0.864, t-value¼ 16.935), we found that positive brand experience
drove users to distribute positive E-WOM and continue using Facebook pages, thereby
enhancing loyalty to brand Facebook pages. In addition, while these Facebook
page users keep using brand Facebook pages, they also distributed positive E-WOM
for the brand by clicking “Like”. Therefore, our proposed H10, H11, and H12 are
supported.
Considering the paths perceived usefulness to E-WOM (H13: SE¼ 0.084;
t-value¼ 1.645) and perceived ease of use to E-WOM (H14: SE¼ 0.093;
t-value¼ 2.025), our results show that customers would like to disseminate E-WOM
for brand Facebook pages if they think the content or information provided is easy to
use. However, they would not like to distribute E-WOM if they only think that the
brand Facebook page is useful. Thus, H14 is supported, but H13 is not.
Finally, in considering the influence of customer effort upon brand experience
(H9: SE¼0.228, t-value¼7.558), perceived usefulness (H8: SE¼0.073,
t-value¼2.834) and perceived ease of use (H7: SE¼ 0.030, t-value¼ 0.775), we
found that while the influence of customer effort upon brand experience and on
perceived usefulness are clear, customer effort on perceived ease of use is not. This is
probably due to the ease of use functions and interfaces of Facebook pages provided to
consumers to operate and interact with the brand and other fans, such as by clicking
“Like” and posting short messages similar in style to a mobile phone text message.
Therefore, with regard to the interfacing and operating methods of Facebook pages,
customer effort cannot be perceived clearly, so the influence of customer effort towards
perceived ease of use remains unclear. Hence, H8 and H9 are supported, but H7 is not.
Table IX shows the SEM results which support our proposed hypotheses. Again,
to evaluate the predictive validity and value for our proposed model, we ran a test on
the estimate value for each hypothesis we proposed from the hold-out sample.
The result shows the estimate value for each hypothesis we proposed echo our original
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proposed results. Thus, the hold-out sample testing provides stronger evidence that
our proposed model is valid. Table X shows the hypothesis test results of hold-out
sample.
5. Discussion and implications
Our empirical study supports the proposed model. Model test results established the
relationships between intrinsic and extrinsic motivations and brand experience, brand
Facebook page loyalty and E-WOM. These findings make important contributions in
the following areas.
5.1 A more complete understanding of brand experience
This study proposed a model to discuss the relationship between brand experience
and Facebook, a topic which had been the subject of surprisingly little study up to now.
S.E. t Value p-value Label
H1: BE’PE 0.207 4.038 *** Support
H2: BE’PU 0.337 6.107 *** Support
H3: PU’PE 0.643 15.759 *** Support
H4: PE’BL 0.545 13.227 *** Support
H5: PU’BL 0.226 5.945 *** Support
H6: BE’BL 0.291 7.225 *** Support
H7: PE’CE 0.030 0.775 0.438 Not support
H8: PU’CE 0.073 2.834 * Support
H9: BE’CE 0.228 7.558 *** Support
H10: FL’BE 0.864 16.935 *** Support
H11: EW’FL 0.419 8.754 *** Support
H12: EW’BE 0.364 6.871 *** Support
H13: EWPU 0.084 1.645 0.100 Not Support
H14: EW’PE 0.093 2.025 * Support
Notes: BL, brand love; PE, perceived ease of use; PU, perceived usefulness; BE, brand experience; FL,
Facebook pages loyalty; EW, E-word of mouth; CE, customer effort
Table IX.
Results of hypothesis test
SE t-value p-value Label
H1: BE’PE 0.129 3.574 *** Support
H2: BE’PU 0.268 5.856 *** Support
H3: PU’PE 0.610 13.992 *** Support
H4: PE’BL 0.476 12.459 *** Support
H5: PU’BL 0.238 5.144 *** Support
H6: BE’BL 0.245 5.977 *** Support
H7: PE’CE 0.005 1.449 0.147 Not support
H8: PU’CE 0.043 -2.360 * Support
H9: BE’CE 0.035 -5.934 *** Support
H10: FL’BE 0.864 16.255 *** Support
H11: EW’FL 0.419 7.517 *** Support
H12: EW’BE 0.364 5.004 *** Support
H13: EW’PU 0.084 1.835 0.066 Not support
H14: EW’PE 0.093 2.514 * Support
Notes: *po0.05; **po0.01; ***po0.001;
Table X.
Hypothesis test results of
hold-out sample
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The model yielded detailed variance in brand experience with regard to consumer
motivations. The emerging view of brand experience is recognised as the confluence
of evaluation and relational factors (Brakus et al., 2009). This system of determinants
has not been conceptually integrated or empirically tested before. As proposed in
the model, intrinsic motivations like brand love and extrinsic motivations such as
perceived ease of use, perceived usefulness and customer effort, influence brand
experience and consequently influence brand Facebook loyalty and E-WOM. With
regard to what our study suggests that positive brand experience makes customers
loyal and likely to employ word-of-mouth on behalf of the brand. This is something
that is well established in traditional marketing literature but has not been
confirmed in the case of new media such as social networks, which was the context of
this study.
5.2 Establishment of customer effort as a new variable and the development of its
determinants
As suggested by Barwise and Meehan (2010), in past studies, scholars discussing
topics related to online marketing focused out how to attract customers towards
making use of the system. Few studies discussed the excessive offerings of those
systems, which can impact negatively upon customer brand experience. Utilising this
new variable we found that customer effort negatively impacts upon brand experience
in many ways, as customers have to spend a lot of time and take many steps in order
to achieve their goal. In addition, from a technological perspective, customer effort also
directly influences perceived ease of use and perceived usefulness, in addition to
influencing brand experience indirectly.
5.3 Brand experience
As mentioned previously, experience is an important topic in the field of contemporary
marketing, hoping to provide customers with positive experience by utilising
platforms such as Facebook pages. To understand motivations for joining brand
Facebook pages and therefore having a positive brand experience, we proposed a
model to discuss how a system might influence brand experience. Our study
highlighted some interesting results. As with the results from the TAM model,
customers tend to have better experiences when they perceive that the system is useful
and easy to use. However, if customers love the brand, they will perceive the system as
easy to use and useful, while enjoying a better brand experience as well. We can then
infer that a brand which is loved by its fans will improve its Facebook page’s operating
quality. This result echoes the concept posited by Collins (2011) and suggests that
companies should not treat their Facebook pages as a panacea for improving
brand equity. Companies should operate their brand effectively, ensuring that
customers love their brand, and then by extension the technology that supports it.
Customers will continue to love the brand and gain positive experience from
interacting with it. On the other hand, brand love can also reduce any negative
opinions incurred by customers when interacting with a badly designed Facebook
page. Our results show that Facebook pages should be treated not very different from
company’s web sites. As it was clear in the 1990s, when companies first started
operating on the internet, that having a web presence is not enough but ease of use and
appeal are important we can now confirm that Facebook pages should also receive
the same attention in terms of keeping the brand name alive and offer ease of use for
users/customers.
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In considering the new concept of consumer effort, our study shows that it has a
strong influence not only on the variables perceived usefulness and brand experience,
but also on perceived ease of use. This might be due to the interface design of
Facebook pages being very easy to use, ensuring that consumers feel events or
activities hosted by the brand on Facebook are easy to attend or respond to. However,
if the content is not easy to read or conducive to achieving the consumer’s
goals, perceived usefulness for consumers is reduced, along with their brand
experience. This result echoes the idea from Dixon et al. (2010) that consumers care
most about the effort required to achieve their goals and fulfil their needs. Hence, based
on the results of our study, we suggest that when a brand hosts events or activities
on their Facebook page, they should not only consider how fancy the system looks
and how rich is the content, but also consider the purpose with which consumers
connect to their Facebook pages and become fans, recognising that too much waiting
time or too many operation actions pushes customers away, even to the point of
ceasing to access the Facebook page altogether. Furthermore, this would provoke
negative brand experience from the consumer and thus reduce the possibility of
positive word-of-mouth.
6. Conclusions
Our study explored the use of Facebook pages as a marketing tool for companies.
Primary data rooted in the geographical and cultural context of Taiwan were used and
analysed. Consumer attitudes towards brand Facebook pages were examined through
a survey based empirical investigation. The findings suggest that users are influenced
by the technical characterises of a brand Facebook page, such as ease of use and
usefulness, which might be combated by attempting to reduce customer effort when
accessing Facebook pages. We conclude that customer effort influenced brand experience
and consequently loyalty to brand Facebook pages and E-WOM. The study’s
contributions are both theoretical and practical, as it offers new insights into brand
experience attitudes in an online environment and useful insights to companies willing to
market themselves on Facebook.
From a theoretical perspective, the study investigated brand experience and user
effort which have not been investigated in the past. Research in these areas in the
online community domain has created a new avenue for studying these concepts in a
rapidly developing research area.
From a practical point of view, our research provides evidence that the ease of
use and usefulness of a Facebook page is of major importance, and apart from
taking care of the aesthetics of the page, companies need to avoid overloading users
with information and asking them to perform complicated tasks. Additionally, it
suggested that the effect of brand experience developed through Facebook pages needs
to be taken into consideration when companies are formulating overall marketing
strategies.
7. Limitations and future research
The limitations of this study relate to the investigation of consumer perspectives in
a specific geographical context and time frame. We suggest that future studies
investigating Facebook might collect data from various geographical settings and
emphasise a variety of cultural perspectives. Additionally, we suggest that future
studies might focus on a specific brand/case in order to obtain business data with a
business rather than a consumer perspective. This study discusses intrinsic and
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extrinsic motivation factors influencing brand experience and its results. However,
factors of intrinsic motivation such as brand love, as well as extrinsic motivations such
as perceived ease of use, perceived usefulness and customer effort cannot be observed
over a short period of time. Given that we adopted a cross-sectional research method
in this study to collect data from a time segment, we suggest that future studies adopt a
longitudinal research method to support the results of cause and effect.
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Appendix 1
Variable Item Wording
Brand love
Carroll and Ahuvia (2006)
BL1
BL2
BL3
BL4
BL5
The brand (of the Facebook page) is a wonderful brand
The brand makes me feel pleasure
The brand is totally awesome
The brand brings a cheerful sensation
I love this brand
Perceived ease of use
Davis (1989, 1993), Venkatesh
(2000) and, Venkatesh and Davis (2000)
PE1
PE2
PE3
PE4
This Facebook page makes people feel that the interface
and design are simple and clear
The page design is easy for me to use
It is easy to understand the message being communicated
on the Facebook page
In general, I feel it is easy for me to use this Facebook page
Perceived usefulness
Davis (1989, 1993), Venkatesh (2000), and,
Venkatesh and Davis (2000)
PU1
PU2
PU3
PU4
The Facebook page enhances my effectiveness in getting
information
The Facebook page provides me with the latest
sales campaigns
The Facebook page helps me to get to know the
brand better
Overall, the Facebook page is useful
Brand experience
Brakus et al. (2009)
BE1
BE2
BE3
BE4
BE5
BE6
BE7
BE8
BE9
BE10
BE11
BE12
I have a positive image of this brand’s Facebook page
I find this Facebook page very interesting
This Facebook page is appealing to me
This Facebook page triggers my emotions
I am emotionally attached to this Facebook page
This Facebook page is for a sentimental brand
I have good experiences being a fan of this Facebook page
This Facebook page needs to have hands-on experience
This Facebook page stimulates my behavior
When I engage in the Facebook page, it helps me to
generate ideas
This Facebook page makes me think
The brand’s Facebook page stimulates my curiosity
Facebook pages loyalty
Han et al. (2008)
FL1
FL2
FL3
I spend more time at this Facebook page compared
to others
I visit this Facebook page more often compared to others
I respond more to this Facebook page compared to others
E-word of mouth
Ha (2002)
Consumer effort
Dixon et al. (2010)
EW1
EW2
EW3
CE1
CE2
CE3
CE4
How likely are you to spread positive word-of-mouth about
the brand’s Facebook page?
I would recommend the brand’s Facebook page
to my friends
If my friends were looking for a related topic, I would tell
them to try the brand’s Facebook page
There are many steps to complete the event on the
Facebook page
To enroll the event on the Facebook page takes a lot of time
The events on the Facebook page are complex
Overall, to participate in the event on the Facebook page
takes a lot of time and effort
Table AI.
Explanation of scales
and items
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